THE PEOPLE
One of the hardest questions is when to change the people: not just individually, but the whole mix. Founders often start with friends and true believers who work hard because of zeal for the cause or hope for future returns. They occupy multiple overlapping roles. But do the people with single-digit badge numbers or members of the founding generation have the skills the organization needs as it creates routines and requires depth in every specialty? Who can make the cut? A winery I knew from its beginning kept the original group longer than the business could afford, and loyalty got in the way of bringing in experienced people "above" the people who felt they were founders and thus privileged to call the shots. Raise a glass to courageous leaders willing to tell people they must either grow or go.
Finances
Whether the original source of funds is venture capital or venture philanthropy, an investor base or a donor base, each growth phase challenges organizations to shift assumptions and thus change practices. Perhaps investors expect customers to take over as funders of growth by paying more (or paying at all); a challenge that agribusiness companies face now. Non-profits also outgrow friends-and-family angels or local sources and must find sustainable revenue and capital sources. How do you move from being discretionary nice-to-have in a portfolio to essential-to-fund? Where are the new sources appropriate to a new, larger size? A multi-site non-profit went from local businesses close to the founding city to national funders in government and foundations to a revenue model replicable in every site through ongoing school budgets on a fee-for-service basis.
Partners and allies
The best organizations are attuned to the need for key external relationships that provide resources and support. At the same time, entrepreneurs do not want to be captive to the needs and desires of their first distribution partners, component suppliers, source of talent, or marketing allies. It is tricky to know how to nurture and draw benefits from key partners without being subsumed by them or subject to damage if they stumble and, at the same time, add to a partner set without creating conflicts. Which partners should be downplayed or replaced as the organization grows? How can key relationships be managed to lessen dependence while seeking new, more relevant, allies? And with growth comes the need for entirely new types of relationships
Organizational culture
Are you making explicit what the organization stands for in tangible ways that can be transmitted and endure? Are you on guard against drifting away from the culture? Numerous studies, including my own, show that an emphasis on organizational culture is associated with continuing excellence. Values, stories, artifacts, and rituals provide a source of identity that makes the organization feel the same, in pursuit of the same mission even while everything else changes. Culture provides internal glue. As an organization grows, what was once informal must be documented, codified, memorialized, and passed on to new people. Savvy entrepreneurs ensure that their organizations are built to last by stressing culture. At every stage, they invest in preserving fundamental values and principles while adding new iconic stories that reflect them.
Outcomes and impact
What results are being produced, for whom, and are these sufficient? In the beginning it is enough to show that it can be done at all, to address a good cause or to prove that something works in a handful of markets. In the next phase, you might look at growth indicators; we did more this year than last year: Are you making a difference that makes the venture more essential?
Ventures that go from proof of concept to "permanent" player have become icons, household names, or must-have players because they can show differentiated user, recipient, or national benefits: that they have impact not just on their immediate customers but on the entire industry. We all know that success provokes imitation. As the organization grows, its distinctiveness gets harder to maintain but often, many in and around the organization come to believe that existence is a sufficient sign of importance; a trap particularly for non-profits. Asking the "so what if we were not here?" question about making a difference can provoke soul-searching and strategy change.
The bottom line, in addition to the challenges of innovation to ensure new offerings and new capabilities, is that the entrepreneurs and organization founders in the agribusiness marketplace must also be alert to the ways that the organization itself changes as a result of growth. It is important to anticipate those developments and ask the five big questions at every stage in order to get ahead of change and master it.
HOW DO WE UNDERSTAND THE PROCESS OF ENTREPRENEURSHIP?
The pursuit of opportunity without regard to the resources is currently controlled by: 
What is entrepreneurship?
Entrepreneurship is an approach to management that starts with opportunity
What is an opportunity?
1) A desired future state that is different from the present 2) A belief that achievement of that state is possible Opportunity 1) Depends on the environment 2) Depends on access to required resources 3) Depends on the person 4) Depends on timing
OPPORTUNITY NEVER STANDS STILL
The climate for innovation 1) Higher costs 2) More demand for value 3) Consumers feeling pinched 4) Intense competition 5) Fewer but bigger players in most domains 6) Rapidly evolving regulation
"Build a better mousetrap and the world will beat a path to your door" Ralph Waldo Emerson
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